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Overview
The TIM Lecture Series is offered by the Technology Innovation Management (TIM; timprogram.ca) program at Carleton University in Ottawa, Canada. The lectures provide a forum to promote the transfer of knowledge between university research to technology company executives and entrepreneurs as well as research and development personnel. Readers are encouraged to share related insights or provide feedback on the presentation or the TIM Lecture Series, including recommendations of future speakers.
The sixth TIM lecture of 2015 was held at Carleton University on September 23rd. 
Summary
The lecture was presented by social innovator, director, and humanitarian Firdaus Kharas. Kharas produces animations, documentaries, films, and television series designed to educate, entertain, and change societal and individual behaviour via a process he calls "Culture Shift". His goal is to positively influence the viewers' knowledge, attitude, and behaviour, especially in children and young adults.
In 1995, in Ottawa, Canada, Firdaus Kharas founded Chocolate Moose Media (chocmoose.com), a social enterprise with the mission to better the human condition through media. The company employs only one fulltime person and follows a production process that brings together international collaborators to form ephemeral project teams. The following statistics demonstrate the global reach of the company's productions:
• Over 1 billion views
• Used in over 150 countries
• Animations are available in over 90 languages
• Over 80% of the world's population can assess at least one online animation in their language
• Recognized through 79 awards Kharas began the lecture by describing the criteria he uses when choosing topics. The criteria are specific and strict, because Kharas is targeting issues where media can make a difference and that require a change in individual behaviour. To be chosen, a topic must be oriented toward saving or improving lives, it must address a global or regional issue, it must be difficult to tackle, whether through animation or other means, and there must be a need for cross-cultural media. The emphasis is on behaviour change, not education (although education can be a component); and the message is targeted at the individuals exhibiting the behaviour. Kharas seeks out areas where there is a great need that is not being addressed by others. A characteristic of his projects is that the resulting media are made freely available for wide distribution around the world.
I stay focused on the person whose behaviour we are trying to change.
Firdaus Kharas Social innovator, director, and humanitarian
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To change behaviour, Kharas favours persuasion over coercion. Where possible, humour is used to bring the viewer to a serious point, particularly when the audience is youth. The projects have carefully defined objectives, and when considering the audience, Kharas emphasized that he focuses on a "target of one". Whereas an educational campaign might contain broad information about a particular issue of general interest, a behaviour change communication must be aimed at the specific person whose behaviour they are trying to change, such as, a perpetrator of violence.
Animations can be particularly effective when trying to persuade individual behaviour change. In particular, animations can include universal characters that do not represent any one culture and therefore can reach any audience ( Figure 1 ). Compared to live action, animations are also easy to provide in multiple languages, they can be readily remixed, and they create opportunities for innovation. The non-realism provides flexibility in production and in delivering the messages, and makes it possible to create media that can be funny or acceptable to all cultures. However, the animations are not translated; they are re-written into multiple languages using a common storyline that can be localized, particular when it comes to humour.
Kharas emphasized that the technology is not a solution by itself: compelling content is the key driver. But, there are key challenges for content creators, such as a lack of financing, the cost of creation (and a lack of understanding of those costs outside the media profession), creating and maintaining a focus on innovation, gaining acceptance from the end user, versioning into multiple languages, distribution, evaluation, and overcoming barriers to creating the content and having its messages be received as intended.
To illustrate and contextualize the messages from his lecture, Kharas showed several examples of his animations, most of which are available to view and download for free from his Vimeo channel (vimeo.com/ firdauskharas):
• No Excuses (campaign against domestic violence)
• The Three Amigos (HIV/AIDS prevention program)
• Buzz and Bite (malaria prevention campaign)
• Hind and Hamza (campaign in Arabic on values such as gender equality, girl's empowerment, and racism)
• Rashid: Living with Type 1 Diabetes
• Solar Campaign (promotion of clean solar lights)
• Ebola (three videos on containment and prevention)
• 
